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Executive Summary 
The environment has long been an issue regarding its sustainability and 
health. Issues such as global wanning, air & light pollution, deforestation, limited fossil 
fuels, waste management, and overpopulation are plaguing the world's inhabitants. 
Solutions to the environmental issues are slowly arising, but government regulation in the 
United States is unable to keep up with the issues. Instead, several corporations like Wal-
Mart, GE, and Coca-Cola are taking a stand to help the environment. These corporations 
are taking an in-depth look at their supply chains and developing process inlprovements 
and products to make their companies operate in a more environmentally friendly 
fashion. By establishing and maintaining a "green" focus, these companies are not only 
seeing cost savings from their improvements, but also increased customer satisfaction. 
Customers are aware of the problems due to the amount of press the issue gets. These 
customers are looking to the corporations to help "fix" some of the problems. There are a 
few proactive organizations like Wal-Mart, GE, and Coke improving their supply chains. 
However, there are many other corporations that only follow governmental mandates that 
don't see the benefit of going any further than that. Corporations must analyze their 
supply chains to detennine what processes and products affect the environment. These 
corporations must then change these processes and products in order to help the 
environment, save money, and increase customer satisfaction. 
Introduction 
Ever since the United States entered an industrial economy, the manufacturing 
and wide scale production boom has continued to increase. At first, profit and sales were 
at the forefront of outcomes from such production. However, the negative effects from 
such an economy began to affect the environment's atmosphere and lands. Today, the 
environment is in critical condition with issues ranging from global warming to excess 
wastes and water shortages. It has taken time for major corporations to catch on to the 
issue, but several companies are now taking a stand in addressing the environmental 
problems and cleaning up their processes to be more environmentally friendly. 
America's colors have always run red, white, and blue. However, with the current issues 
at hand with the environment, another color is entering the mindset of millions of 
Americans. 
Background 
Several problems are evident in today's environment. Global warming is the 
increase in the average temperature of Earth's surface air and oceans. The global average 
temperature of Earth's surface has raised nearly 1.52°P during the past century (Waple, 
2007). According to the National Safety Council, this change in temperature is most 
likely due to the increase in anthropogenic greenhouse gas concentrations which 
increases the greenhouse effect. Anthropogenic effects are derived from human 
activities. It is mostly in the form of chemical or biological wastes that are produced as 
by-products of otherwise purposeful human activities. An increase in global 
temperatures can in turn cause other changes including sea level rise and changes in the 
amount of precipitation. Other effects include changes in agricultural yields, glacier 
retreat, reduced summer stream flows, and species extinctions. Air pollution is another 
factor affecting millions of people. Air pollution is a chemical or biological agent that 
modifies the natural characteristics of the atmosphere. Ozone depletion has largely been 
recognized as a result of air pollution. Worldwide air pollution is responsible for larger 
numbers of deaths and cases of respiratory disease ("Fact", 2007). According to 
GlobalIssues.org, there are many substances that pollute the air which may harm the 
health of plants and animals. These arise from both nature and -human activity. The 
pollutants come from sources like combustion-fired power plants, controlled bum 
practices, motor vehicles generating air pollutant emissions, marine vessels, burning 
wood, oil refineries, and other endless lists of causes. Other problems plaguing the 
environment include soil erosion, deforestation, fossil fuels, overpopulation, water crises, 
waste management, and even light pollution (Shah, 2007). 
With the previously mentioned problems with Earth's environment, several 
corporations are taking a stand to clean up their processes and become more 
environmentally friendly. Corporations must meet government regulations. However, a 
number of companies want to help the environment. Several of these companies' 
customers are environmentally conscious. These companies notice the market for such a 
customer segment and are looking for ways to gain and/or maintain a competitive 
advantage such as improving their processes and products. As mentioned earlier, a new 
color is entering the mindset of millions of Americans. The color green is the new trend 
in adhering to environmental requirements. Green syrrlbolizes the awareness of the 
environment's problems and to become an environmental advocate by changing the 
current processes and products. It is no secret that the environment is heading down a 
path of no return. What is being pumped into the ozone and our oceans will not be easily 
reversible. Many believe that government legislation is falling behind in developing 
solutions for protecting the environment. Even other countries such as Europe have more 
stringent guidelines to follow such as the European Standards and the Kyoto Protocol. 
But, this isn't stopping large American corporations from proactively integrating 
environmental considerations into their products and processes. Many people wonder 
how a company like Wal-Mart or Coca-Cola has any affect on our environment. After 
taking a look at their environmental practices as well as other companies jumping 
onboard to help the environment, it will become clear as to why and how the large 
corporations can help the environment. 
Wal-Mart Environmental Initiative 
Wal-Mart is an American public corporation and is currently the world's largest 
retailer. Founded in 1962 by Sam Walton, is the largest private employer in the United 
States. In 2005, Wal-Mart had $312.4 billion in sales, more than 6,200 facilities 
worldwide, and employed more than 1.6 million associates worldwide ("Is", 2005). With 
such a huge portfolio, Wal-Mart's current CEO Lee Scott has quite a handful on his plate. 
Scott became aware of the environnlent and its problems through Sam Walton's son, Rob 
Walton. Rob Walton had long been an outdoor enthusiast and was a close friend with 
Peter Seligmann, CEO of an environmental organization Conversation International. Rob 
Walton had Seligmann and Scott meet to determine what Wal-Mart could do to help the 
environment. In a 2006 article in Fortune, Scott mentioned that Wal-Mart set ambitious 
goals for the future: Increasing the efficiency of its vehicle fleet by 25 % over the next 
three years, and double efficiency in ten years. Eliminate 30% of the energy used in 
stores. Reduce solid waste from U.S. stores by 25% in three years. Wal-Mart says it will 
invest $500 million in sustainability projects. Wal-Mart has already started inlplementing 
a number of programs with a direct and positive impact on the environment. It has 
quickly become, for instance, the biggest seller of organic milk and the biggest buyer of 
organic cotton in the world (Gunther, 2007). Wal-Mart is working with suppliers to 
figure out ways to cut down on packaging and energy costs. It has also opened two new 
"green" super centers. These "green" super centers use half the energy of a typical store 
due to advanced lighting and an efficient, downsized climate control system. These super 
centers also have skylights to use less electricity. However, with Wal-Mart being the 
largest retailer in the world, many of its skeptics do not believe the previously listed 
goals. They believe Wal-Mart stands for everything that is wrong with big business. 
They see the company, as many customers do, in a battle to tum the Earth into a giant 
department store of cheap goods built with cheap labor (Gunther, 2007). In 2006, Wal-
Mart's same store sales growth slowed down, trailing Target's and Costco's. Also, the 
stock price is another big concern, falling over 30%. These issues aren't directly related 
to Wal-Mart's new stand on the environment, but simply the increased competition and 
slow sales with the economy. Still, Scott continues to embark on the "green" campaign 
because the environment's issues must be addressed (Gunther, 2007). 
With all of that being said about Wal-Mart and its barriers of critics and costs in 
becoming green, the trek still continues on. The world's largest retailer is determined to 
be the greenest. Wal-Mart is the biggest private user of electricity in the U.S; each of its 
2,074 super centers uses an average of 1.5 million kilowatts annually, enough as a group 
to power all of Namibia (Gunther, 2007). To combat current environmental problems, 
Wal-Mart has embarked on developing Sustainable Value Networks. These networks are 
used as tools to aid the understanding and ability to address key issues in the business as 
it applies to environmental sustainability. Three networks currently exist: Renewable 
Energy Network, Waste Reduction Network, and Sustainable Product Network. The 
Renewable Energy Network creates efficiencies in Wal-Mart's business operations and 
partners in the development of new technologies. They are steadily working toward the 
goals, including finding ways to help restore balance to climate systems, reduce 
greenhouse gases, reduce dependence on oil, and save more money for their customers. 
The Waste Reduction Network increases the amount of recyclable materials used, 
reduces solid waste, works with suppliers to reduce packaging, and creates sustainable 
alternatives for their private brands. The Sustainable Product Network is dedicated to 
providing environmentally friendly products that might often be more expensive than 
regular products to families with higher incomes ("Wal-Mart", 2007). With all three of 
these networks as well as other initiatives Wal-Mart is taking, they are in fact cleaning up 
their environmental supply chain practices to not only better the environment, but please 
their customers and at times, even save money on reduced usage of electricity and 
sustainable products. 
GE Environmental Initiative 
Another large corporation that is taking a stand to protect the environment is the 
General Electric Company, or GE. GE is a multinational American technology and 
services conglomerate. GE is the world's second largest company in regards to market 
capitalization. The company describes itself as composed of a number of primary 
business units. Each business unit is a vast enterprise, some of whom would rank in the 
Fortune 500. In 2006, revenues exceeded $163.39 billion. In 2005, GE launched its 
Ecomagination initiative in order to position itself as a "green" company. GE is currently 
one of the biggest players in the wind power industry, and it is also developing new 
environment-friendly products such as hybrid locomotives and photovoltaic cells 
("General",2007). The company has set goals for its subsidiaries to lower their 
greenhouse gas emissions. Soon, GE will be selling technologies to companies that are 
struggling to adapt to stricter environmental regulations. 
In a 2005 article in The Economist, GE's corporate bosses dropped a bombshell 
on the hard-changing managers of its global business. In the future, they will not only be 
judged by all the usual measures such as return on capital, but also be held accountable 
for helping to save the planet. Each GE business is responsible for cutting its emissions 
of carbon dioxide, the main greenhouse gas. Energy-intensive divisions such as plastics 
and locomotive manufacturing will need to make larger cuts in emissions while paper-
pushers at the group's financial-services divisions will be told to aim at a smaller, but still 
ambitious, cut. GE's new goal is to cut overall greenhouse gas emissions by 2012 to 1% 
below their level in 2004. The firm also vows to cut the intensity of if greenhouse gas 
emissions by 30% by 2008. By comparison, the UN's Kyoto Protocol, which the U.S. 
didn't partake in, calls for Europe to reduce its greenhouse gas emissions by 2012 by 8% 
below the 1990 level ("The greening", 2005). 
As previously mentioned, GE launched a new campaign entitled Ecomagination. 
Ecomagination is a product of 300,000 employees worldwide working every day to make 
it happen around the world. Ecomagination, simply put, is the creation of products 
and/or services that not only benefit its customers but benefit the environment as well. 
Lately on the television airwaves, GE has advertised heavily with this initiative with such 
memorable commercials like the fishing TV ad where chaos breaks out aboard a 
Norwegian boat when its fishermen start harvesting bottles of fresh water straight from 
the sea, and the wind energy TV ad where a boy captures the wind in ajar and puts it to 
good use. According to the Ecomagination website, a variety of products exist including 
advanced membrane technology, Evolution™ Series locomotives, front-load washers, 
enhanced aircraft engines, LED technologies, Photovoltaic technologies, wind turbines, 
desalination facilities, etc. One of GE's Ecomagination products is the Evolution™ 
Series locomotives. This locomotive is built in Erie, PA. The Evolution produces 4,400 
horsepower using a 12-cylinder engine. This is an improvement over the older models 
that use 16-cylinder engines and brings with it lower emissions. If every locomotive in 
North America were as clean as GE's Evolution, the annual reduction of smog-producing 
NOx emissions would be like removing 48 million cars from behind the road each year. 
The Evolution's automatic shutdown system reduces its idle time in the rail yard by 35 
percent, saving fuel and reducing air pollution and noise. Compared to a locomotive built 
in 2004, a single Evolution loconl0tive will consume 315,000 fewer gallons of fuel in its 
lifetime. Another Ecomagination product is the Arklow Offshore Wind Power Plant, the 
world's first offshore project to deploy giant wind turbines in excess of 3 megawatts 
(MW) to fuel new electrical capacity for the area. Known for centuries as a place to 
avoid because of its sudden, shallow water, the Arklow Bank trapped many ships over the 
years. Today, it is capturing more than just the wind as Ireland envisions a future where 
this 25MW farm of just seven turbines expands to produce over 500MW. It will supply 
Ireland with a significant supply of its growing electrical demand, providing an 
emissions-free alternative to other forms of electrical generation. These 30-story 
turbines, as a group, produce 25MW which is enough electricity to power 16,000 
households across Ireland. A wind farm with 20 of GE's largest turbines will, in each 
year of its operation, reduce greenhouse gas emissions by an amount equal to keeping 
36,000 cars off the road. With these products GE is creating with their Ecomagination 
initiative, it is not only helping the environment in their cause, but also allowing for GE 
to make profit on these products because no other corporation provides such eco-friendly 
products as GE does. Not only does GE support the environment with their products and 
processes in reducing greenhouse gases, but other companies who purchase these 
products are also becoming more environmentally friendly ("GE", 2007). 
Coca-Cola Environmental Initiative 
Another company pioneering in addressing the environment's problems is the 
Coca-Cola Company. The Coca-Cola Company is the largest manufacturer, distributor, 
and marketer of non-alcoholic beverage concentrates and syrups in the world. It is best 
known for its flagship product, Coca-Cola. In 2006, Coca-Cola had revenues exceeding 
$24.08 billion. At Coca-Cola, they aspire to environmental excellence through each 
business decision and process everywhere they operate ("Coca-Cola Company", 2007). 
Coca-Cola has four programs set up to enhance their environmentally friendly supply 
chain practices: Global Water Stewardship, Sustainable Packaging, Energy & Climate 
Protection, and Stakeholder Engagement. The Global Water Stewardship is in effect 
because water is in fact the most basic need for any life form, yet access to safe, fresh 
water is far from universal. Today, around 1.3 billion people around the world do not 
have access to safe drinking water. By 2025, an estimated one-third of the world's 
population will face severe and chronic water shortages. Coca-Cola is working to 
increase water access and to commit resources dedicated to preserving water resources as 
much as possible throughout their supply chain. Sustainable Packaging is a framework of 
principles designed to tum packaging into a system that encourages economic prosperity 
with sustainable flow of materials. Packaging itself adds value to products by extending 
the shelf-life of goods, minimizing breakage, reducing transportation and handling costs, 
and providing product-use information. The negative perceptions of packaging occur 
with the waste involved once the product is used. Coca-Cola is working on competitive 
packaging solutions that maximize social and environmental value. Coca-Cola is 
committed to advancing its packaging on this path toward sustainability. The Energy & 
Climate Protection is Coca-Cola's initiative to significantly minimize their effects on 
their potential impacts to the environment. Coca-Cola's Stakeholder Engagement is 
geared at strengthening relationships, gathering input and ideas, and improving decision-
nlaking in regards to the environment and how Coca-Cola and its stakeholders can come 
together to develop "green" solutions ("Coca-Cola Corporate", 2007). 
Environmental Supply Chain Cost Savings 
Wal-Mart, GE, and Coca-Cola are only a handful of companies out there that are 
finding ways to improve their supply chain performance which ultimately reflect upon 
the environment. These corporations are not only helping the environment because their 
stakeholders and customers are environmentally conscious, but also because there is 
substantial cost savings in adopting environmentally friendly practices. There are several 
upfront costs that are high for companies engaging in environmentally friendly practices, 
but over the long run these companies end up saving money from not requiring as much 
fuel or electricity in their vehicles and facilities. With Wal-Mart investing $500 million 
in sustainability projects, they are eliminating excess packaging. Wal-Mart will end up 
saving $2.4 million in shipping costs, 3,800 trees and one million barrels of oil per year. 
GE's Evolution locomotive requires a higher upfront cost of the locomotive itself, but 
over the lifetime of use, the fuel savings incurred allow for purchasing of another 
Evolution locomotive just with the fuel savings alone. Coca-Cola's sustainability 
packaging reduces transportation shipment weights and also allows for lower costs in the 
packaging of the products. The same delicious tasting products are available for 
consumers, but in a more environmentally friendly packaging, allowing for less waste 
and more savings for Coca-Cola. Companies can also reduce waste and help the 
environment by analyzing their operating processes and eliminating wasteful and non 
value added activities. When corporations develop environmentally friendly supply 
chain practices, they not only reduce waste and help the environment, but they also allow 
for increased savings and increased customer satisfaction. Market share is also increased 
because a new customer segment of the environmentally conscious is being targeted 
because these customers are using the products that fit their lifestyle. 
Conclusion 
In conclusion, the environment has a wide array of issues that need to be 
addressed. Large corporations can in fact help the environment by looking at their supply 
chain practices and determining process improvements that will make those practices 
more environmentally friendly. Looking at Wal-Mart, GE, and Coca-Cola only provided 
a small insight as to what large corporations can do to better the environment. When 
other corporations adopt more environmentally friendly supply chain practices, the 
environment will be healthier. Not only will the environment benefit from such 
practices, but cost savings will happen along with increased customer satisfaction. 
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